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You should answer FIVE (5) out of the following FIFTEEN (15) short answer style questions. 
Each question is worth a possible 10 marks. 


Question 1. 
By considering definitions and your understanding of ‘marketing’ and ‘marketing communication’, 
using examples, discuss how would you differentiate between ‘integrated marketing’ and ‘integrated 


marketing communication’? 


Question 2. 
Discuss how marketers of low-involvement products, such as soft drinks or paper towels, would use 
various IMC tools differently from a marketer of a high-involvement product, such as a personal 


computer or a Car. 


Question 3. 
What is the difference between the ‘one-step’ and ‘two-step’ approaches to direct marketing? Give an 


example of the circumstances when each approach could be used. 


Question 4. 
What is customer relationship management? Using examples, discuss how both direct marketing and 


personal selling can be employed to improve customer relationship management. 


Question 5. 
While marketers acknowledge that customer relationship management is important in both business- 
to-consumer and business-to-business markets, some believe that it is even more important in the 


B-2-B market. Using examples, explain why they might feel this way. Do you believe they are right? 


Question 6. 
Effective salespeople seem to exhibit certain traits. Using examples, discuss what these traits are and 


why they seem to be so important. 


Question 7. 
What is meant by a sales promotion trap or spiral? Give an example of a product category where one 
sales promotion sparked retaliatory action and escalated the cost of competing in the category. With 


the benefit of hindsight, what would you have done if you were the major competitor? 


Question 8. 
Discuss the various factors that have led to companies shifting more of their IMC budgets to sales 
promotion. Develop this into a list of the pros and cons of marketers spending more of their IMC 


budgets on sales promotion. 


MM313, Trimester | 2015 


Question 9. 
The use of MPRs has concerned traditional public relations people. Using examples, discuss why 


MPRs may be controversial. Explain why MPRs should and should not be used. 


Question 10. 
There are many different kinds of objectives, such as corporate, marketing, IMC and advertising. How 


and why do these form a hierarchy? Could, or should, an advertising objective ever be set in isolation? 


Question 11. 
Changing lifestyles can create both opportunities and threats for a marketer. Provide an example of a 
change in lifestyle that poses a threat to marketers and one that provides an opportunity. Give an 


example of a product or brand that has been affected in both of these ways. 


Question 12. 
Explain and discuss what is meant by message strategy and creative tactics in advertising. Using an 
example of an advertising campaign discuss and evaluate the message strategy and tactics used in the 


advertisement. 


Question 13. 
Describe and discuss the three methods of media scheduling and give examples of products or 


services that might employ each method. 


Question 14. 
Using examples, explain and discuss why it is so difficult to measure the effectiveness of an IMC 


program that uses multiple communication disciplines and different media types. 


Question 15. 

The debate about whether or not to measure creative advertising has always been a concern, even 
when David Ogilvy championed the early use of research in advertising. Using examples, answer the 
following two questions. Do you think such concerns are justified? When does research make ideas 


bigger and when does it kill creativity? 


PLEASE ENSURE YOU HAVE ANSWERED A TOTAL OF FIVE (5) QUESTIONS 
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Writing your name and number on the front will help us confirm that your paper has been returned. 
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